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Abstract

This study investigates the motivations to purchase luxury brands by examining how individual characteri-
stics (need for uniqueness, self-monitoring, and vanity) influence affective luxury brand attitudes and pur-
chase intentions through two social function attitudes (self-expression attitude and self-presentation attitude)
based on the functional theory of attitudes. On-line surveys were implemented and 314 consumers between
the ages of 20 and 50 were recruited. Using SPSS 18.0 and AMOS 18.0, confirmatory factor analysis for
measurements and structural equation modeling analysis for hypotheses testing were implemented. The re-
sults show that the need for uniqueness and self-monitoring by consumers have positive influences on self-
expression and self-presentation attitudes toward luxury brands, respectively. The results indicate that the
need by consumers for uniqueness motivates a self-expression attitude toward luxury brands and that the
trait of self-monitoring motivates a self-presentation attitude toward luxury brands. Consumer vanity also
positively influences both social function attitudes toward luxury brands. Self-expression and self-presenta-
tion attitudes toward luxury brands have positive influences on luxury brand purchase intentions through
an affective attitude that facilitates a mediating role between two social function attitudes and the purchase
intentions of consumers. This research contributes to a deeper understanding of the formation process of
Korean consumers' purchase intentions for luxury brands and the literature on the role of related variables
(need for uniqueness, self-monitoring, vanity, self-expression, self-presentation, affective attitude, and pur-
chase intention). The findings provide a theoretical background to launch a cross-cultural study. The conclu-
sion discusses the practical implications and limitations.
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(df=278, p=1000), Normed °=2.037, GFI=0.878, AGFI=
0.845, IF1=0.956, TLI=0.949, CFI=0.956, RMSEA=0.058
& ERT} Normed y & 3.0 ©]8}, IFI, TLI, CFI= 0.9
o]/, RMSEAT= 0.10 ©]3}9] 7% T53te] tiA| 2 4
33t 7 o 2 AE th(Hair et al., 2010).

239 74 g 1S5S flsl 81153, 3
T4 HEZ(AVE: average variance extracted)?} 3321
F%=(CR: composite reliability)2] 214 &<lalitt.
<Table 1>0lA] H= nje} ZFo] A =& Yel= 28
HlE GaAlFE BE 0.865 )02 =4 Ueht Ul
) AL WEA AL B S UG 991 RsEe
EAHOZ {3l oM (p<.001), A7 2 3 7
S A LJBIaL BE w4 0.754 oPF o E Eol A
B8 4 BR8E A5 4 AATH AVERS
21717311 (0.400)2 A &) 8 E o] 0.542~0.874, CRZ:
2 0.769~0.9292] W7 =& 0|9t} 28] <Ta-
ble 2>014] B = npe} 7o) 999, A1 F] -7kl A F -4
N Atele] 4aaAE vYetl= Fel(p)AlFe A=
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Table 1. Confirmatory factor analysis for measurement
Construct Items Stand.ardlzed ST AVE CR
loading (1) o
When a product I own becomes popular among the general po- 79k
pulation, I begin to use it less. ’
c o1 often try to avoid prpducts or brands that I know are bought Q5 7HHk
ONSUMELS | by the general population. ’
need for — - 908 542 .825
uniqueness As arule, I dislike products or brands that are customarily pur- 1RG5
chased by everyone.
The more commonplace a product or brand is among the gene- 860%**
ral population, the less interested I am in buying it. ’
I put on a show to impress or entertain others. T54%%*
I would probably make a good actor. 7191 ***
In differf:nt situations and with different people, I often act like 7665+
Self-monitoring | 2 Y& different person. 865 400 | .769
I have been good at games like charades or improvisational 670%+%
acting. ’
I do not have any trouble changing my behavior to suit different 78] #x
people and different situations. ’
Professional achievements are an obsession with me. 7168%**
I want others to look up to me because of my accomplishments. 8RO***
Vanity lenll ]I(rrllzr; concerned with professional success than most peo- 85 95 573 870
Achieving greater success than my peers is important to me. 84 x**
I want my achievements to be recognized by others. 833%**
Luxury brands reflect the kind of person I see myself to be. 25%**
Self-expression | Luxury brands help me communicate my self-identity. L8509k 297 s6 e37
attitude Luxury brands help me express myself. 819%** ' ' '
Luxury brands help me define myself. B19%**
Self-presentation I like to be seen wearing luxury brands. 890*** 479 874 778
attitude I enjoy it when people know I am wearing a luxury brand. 8RoH** ’ ' '
Affective Luxury brands give me pleasure. .930%** 08 206 292
attitude Luxury brands make me feel good. 93]k ’ ' '
I would consider buying a luxury brand. 849 **
Purchase The likelihood that I would purchase a luxury brand is high. 92 7*** 055 767 929
intention My willingness to buy a luxury brand would be high. 957%% ’ ' '
The probability that I would consider buying a luxury brand is high. 940%**
¥ p<.001

X’=566.174 (df=278, p=.000), Normed x°=2.037, GFI=.878, AGFI=.845, IFI=.956, TLI=.949, CFI=.956, RMSEA=.058

2.9 HE
B o] 71 AZL 95} AMOS 18.02 A3}
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of R4 BP7IHE B ARENS stk 2
73} <Table 3>0)) A€ upe} Fo] H2RFP| 39
S A GE ¢=739.445 (df=287, p=.000), Normed x’=
2.576, GFI=0.850, AGFI=0.816, IFI=0.931, TLI=0.922,
CFI=0.931, RMSEA=0.0712 & 33& 7oz deter).
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Table 2. Constructs' discriminant validity

Ttems . SE Upper it:l(::rr\l,i lo(f9 (;(;)1)ﬁdence

Consumers' need for uniqueness — Self-monitoring 205 .061 362

Consumers' need for uniqueness — Vanity 227 .058 376

Consumers' need for uniqueness — Self-expression attitude 205 .060 .360

Consumers' need for uniqueness — Self-presentation attitude 162 .062 322

Consumers' need for uniqueness — Affective attitude 206 .059 358

Consumers' need for uniqueness — Purchase intention 210 .058 359

Self-monitoring — Vanity 371 .055 513

Self-monitoring — Self-expression attitude 383 .056 527

Self-monitoring — Self-presentation attitude 382 .056 .526

Self-monitoring — Affective attitude 315 .057 462

Self-monitoring — Purchase intention 223 .059 375

Vanity — Self-expression attitude 348 .055 490

Vanity — Self-presentation attitude 417 .053 554

Vanity — Affective attitude 347 .054 486

Vanity — Purchase intention 282 .055 424

Self-expression attitude — Self-presentation attitude 772 .031 .852

Self-expression attitude — Affective attitude .638 .039 738

Self-expression attitude — Purchase intention .506 .046 .624

Self-presentation attitude — Affective attitude 792 .028 .864

Self-presentation attitude — Purchase intention .600 .041 706

Affective attitude — Purchase intention .649 .036 742
Azugo] 4Ye o2 Ve weh ¥ A7y ek @ % ok 59 FE et alape] 471 %
she] R o] FAIA Foldol we M-S A5 B ol o] @t FEe Fo(B=342, 5447, p<.001) 7}
A3h, <Fig. 25} ol AnYe) B A2ATTE A 312 ARelon), ER Pl v avize) 4
el o, 392 3= <Table 3>9F 22t} Z1AA B =) fol g FES Fo(B=341, t=5.343, p<

.001) 714 3-2 A A = STt
1) 7H2IHM S40| Ate|A 7|5 EH=0fl D|X|= A&

avt 554 &7, 1P7]7“‘] 519 T 1A &
ol AR 71 Bl WE id A7 ei=t
AZAA] B =el] 7] ] d&FE A5 A2, <Table 3>
of A|AE upek gro] 2mjp £5A §-= gFEo ek
27128 "zl #-23 F&FS Fo](B=.133, t=2.213,
p=027), 7Hd 1= A= et gk A7 )7HA = HE
ek ZA71AA] Bl frol gk GRS Fol(B=246, t=
3.820, p<.001), 7} 2% A& =]}, olH gk A= =}
717A] 3ol e AL AR 2] A, AFEA o]
HAE FH o7 AAst7] 5t FHo BN HE AR
o thstol 4 =g BT A4 5 Yov]
Snyder(1974)9} Snyder and DeBono(1985)2] %1521 ¢1
AE3} Bian and Forsythe(2012)2] A& A A|sk= 4

= o
—
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=
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Self-

208%H* o
monitoring

H3-2: 341%**

fp<.1, *p<.05, **p<.01, ***p<.001

Self-expression
attitude
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H5-1: .099"

Purchase
intention

Affective
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H6: .443%**

H4-2: .709%***

HS-2:.188*

Fig. 2. Hypotheses testing results.

Table 3. Regression coefficients and fit statistics from structural model

Hypotheses Stand,ardized Standardized error Critical ratio
loading ()
H1  Consumers' need for uniqueness — Self-expression attitude 133 .051 2.213%*
H2  Self-monitoring — Self-presentation attitude 246 .088 3.820%**
H3-1 Vanity — Self-expression attitude 342 .067 5.447%%*
H3-2 Vanity — Self-presentation attitude 341 .086 5.343%**
H4-1 Self-expression attitude — Affective attitude 187 .048 4.043%%*
H4-2 Self-presentation attitude — Affective attitude 709 .044 13.281%**
H5-1 Self-expression attitude — Purchase intention .099 .050 1.9007
H5-2 Self-presentation attitude — Purchase intention .188 .063 2.294*
H6  Affective attitude — Purchase intention 443 .080 5.152%%*

Tp<.1, *p<.05, **¥p<.001

x’=739.445 (df=287, p=.000), Normed %°=2.576, GFI=.850, AGFI=816, IFI=.931, TLI=.922, CFI=.931, RMSEA=.071
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mmmﬂ At WE ol 10% fol ]

B
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etk 27 AN Bl e W ol fold dFE
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L
S

V.4 2
2 A= BE9] 7% o] 2(Katz, 1960; Shavitt, 1989;
Smith et al., 1956) 5= A3l 7|5 BlE8} A8 &
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B A} e A Gole A, 20 55 A B, 4 E BE Bl weEel BE o
4 7= HE U AR Bz, A3 4 o] MjX= A&l thgt 71& E1lel 7193taL, w3} 7F
F gl gk A7 A el v A= g e & HW AT o] d BEoj7t = HE o= A g
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